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INTRODUCTION. 


Purchasing or selling products over the Internet or through online services is referred to as e-commerce 
(electronic commerce). There are several technologies that are used in e-commerce, including mobile 
commerce, electronic funds transfers, supply chain management, Internet marketing, online transaction 
processing, electronic data interchange (EDI), inventory control systems, and automatic data collection 
systems. 
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Innovation is the process of making fundamental changes in a company that result in growth as a result of 
these changes. The technological foundation of the Web-Internet compound has enabled electronic 
commerce to enter extensive fields of organizational and social activity (Zwass, 2003). The purpose of 
change is not merely to make changes for the sake of making them. Creating new value for the 
organization is what it is all about. It is important to note that innovation does not always have to be 
associated with being the first to move or being the most visible. Whenever the concept of e-commerce is 
applied to the field of business, there are boundless opportunities for innovation to occur. The 
development of an analytical framework for evaluating e-commerce business models and strategies has 
been made in the context of the study that there are boundless opportunities for innovation within the e- 
commerce industry (Lee, 2001). E-commerce companies cannot afford to ignore the importance of 
knowing and relating to their target audience. In order to gain a competitive advantage, e-commerce 
brands must understand their customers' diverse perspectives in order to provide connected and 
contextualized engagement. E-commerce has been extensively discussed with respect to the policy 
implications of e-commerce as a techno-managerial innovation ecosystem (Hanna, 2016). 


As a result of the proliferation of hyper-specialized applications in the current post pandamic scenario, e- 
commerce organizations have moved to a more composable enterprise approach to assembling digital 
capabilities rather than developing them from scratch each time. GrubHub's experience has given us a 
few insights and best practices in managing e-commerce during pandemic (Yasin, 2020). A growing 
number of e-commerce organizations are turning to microservices to enable them to rapidly create new 
customer experiences. E-Commerce businesses that are deploying microservices to production will also 
require some form of service mesh functionality so as to scale their application. The Indian e-commerce 
industry is still in the middle stages of its development, and its adoption is still rather complicated and 
varied, as compared to that of other countries (Tiwari, 2014). 


A major benefit of e-commerce is that it offers convenience to the customers, since they don't need to 
leave their homes to do their shopping, and they can make purchases from the comfort of their home, 
especially for products that are not available in nearby stores. A wide range of products can be purchased 
through e-commerce, which is a time-saving and money-saving method of buying products. The 
emergence of e-commerce has also given consumers a great deal more control over their purchases. In 
addition to researching products, they are also able to compare prices across retailers when they are 
researching products. Online shopping also has another advantage, which is the fact that it often offers 
sales promotions or discount codes to its customers, which allows them to enjoy greater savings as well 
as greater convenience. A big advantage of e-commerce is that it provides detailed information about 
products that can't be obtained from in-store staff. Online order history can also be reviewed and tracked 
by a customer of their order history. The invention performance perspective has been examined in-depth 
in recent years, because of the hegemony of digital platforms, innovation culture, and e-commerce 
marketing capabilities (Khattak, 2022). It has become possible for manufacturers and consumers to 
bypass intermediaries in order to reduce transaction costs through the use of E-commerce technologies as 
a result of these technologies. Among the ways by which this can be achieved is by utilizing best price 
deals and group purchases to expand the search area in order to make this possible. Local businesses and 
consumers are pivotal to e-commerce's success at the local and regional levels as it depends on how they 
adopt it at these levels. 


Insights and observations related to Innovation, Product and Process within the Indian 
eCommerce Industry 


Listed below are some of the top observations that the authors made after talking to a cross-section of e- 
commerce experts in the industry. Also, the authors would like to mention that the below observations as 
it pertains to Innovation culture, product and process are selected and not exhaustive in nature. We 
prioritized the top observations and put them below. 


53 Published by “ CENTRAL ASIAN STUDIES" http://www.centralasianstudies.org 


Copyright (c) 2023 Author (s). This is an open-access article distributed under the terms of Creative Commons 
Attribution License (CC BY).To view a copy of this license, visit https://creativecommons.org/licenses/by/4.0/ 


CAJITMF Volume: 04 Issue: 04 | Apr 2023 


Core Technology 


As a result of rigid, siloed infrastructures, e-commerce companies are unable to anticipate trends such as 
stock shortages and price flexibility in a timely manner, making it difficult for them to deliver consistent 
messages to the end-user. Technology has played an undeniably important role in fostering the growth of 
e-commerce over the last few decades. There are many core technologies that are used in the field of e- 
commerce, including chatbots, mobile commerce, online transaction processing, inventory management 
systems, etc. A heavy reliance on technology is required by ecommerce startups if they are to meet the 
growth and retention needs of their customers. 


Socio-economic and demographic aspects 


The authors observed that despite the challenges posed by Covid-19, the e-commerce sector remains 
optimistic about the future in spite of ongoing challenges. There is much more to e-commerce as a 
concept than slick branding, web platforms, and direct-to-consumer marketing strategies. B2B e- 
commerce innovations that enable B2B transactions to be conducted quickly, securely, and with the 
highest level of fidelity provide the most significant and impactful results for organizations. Using e- 
commerce, we are accelerating and disseminating more widely the changes that are already under way in 
the economy, such as the reforming of regulations, the establishment of electronic links between 
businesses (EDI), the globalisation of economic activity, and the increasing need for highly skilled 
workers, among other things. Due to the development of electronic commerce, many sectoral trends that 
are already taking place, such as electronic banking, direct booking of travel, and one-to-one marketing, 
will be accelerated to even greater heights. 


Innovating in the field of live selling 


E-commerce retailers are experimenting with live selling and a large number of them are using live 
selling as a method of enhancing their e-commerce businesses. There are a number of names used to refer 
to live selling, but the most common are video commerce, live commerce, and livestreaming commerce. 
It is basically a combination of internet entertainment and commerce in which a presenter broadcasts live 
video to an audience with the purpose of selling something to them. According to a broader definition of 
the term, online home shopping can be seen as an online version of television home shopping, as well as 
its equivalent on the internet. The live selling strategy may be a useful Go-to-Market (GTM) strategy that 
can help to facilitate the purchase journey of many online shoppers from awareness to conversion, but it 
is certainly not an easy activity to implement, because it involves a number of requirements. 


Content versus Context 


When it comes to e-commerce innovation, understanding the difference between content and context is 
an important step on the path to becoming a conscious leader as well as a conscious organization. Those 
who are successful in the field of e-commerce understand this well and aim to always pay attention to the 
context of any conversation in which they are involved. By focusing on the context, e-commerce 
companies are able to direct conversations in a way that helps the content to resolve itself in a healthy, 
productive, and sustainable manner by taking into account the context. The authors feel that content is 
without a doubt king, but context is the queen when it comes to delivering content. To reach consumers 
effectively, e-commerce companies need to be able to create brilliant content at the right time when they 
are receptive to it in order to reach them in a way that is appropriate. 


Co-creation and collaboration 


In order to secure e-commerce in traditional retailers, co-creation and collaboration will be crucial. There 
are various retailers across India with varying levels of capability, and tailoring the approach to each 
retailer is one of the keys to ensuring innovation and implementation are successful. 
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Achieving long-term sustainability and scale for every innovation 


There will be a great deal of pilot opportunities in e-commerce; however, those that have the potential to 
scale and last should be the ones that are looked for by e-commerce innovators. It is important to 
remember that e-commerce foundations are not built horizontally, but vertically. 


Value creation 


India's e-commerce industry has seen a significant increase in the popularity of predictive data platforms 
over the past few years. Data and analytics are used to provide consumers and merchants with consistent 
value by reducing challenges and preventing complications from occurring before they arise, making it 
possible to provide value to them over and over again. 


Social commerce 


In the e-commerce sector, social commerce has been transforming the way in which e-commerce is 
carried out in India. E-commerce and social media have combined to form social commerce. A brand's 
use of social media platforms to sell products and services is considered to be a part of social commerce. 
Social commerce can be a major part of the business strategy of businesses in India that rely heavily on e- 
commerce sales. 


Augmented Reality (AR) 


As the market for e-commerce in India is expected to grow rapidly by 2025, the use of augmented reality 
(AR) will become one of the fastest-growing trends. The use of augmented reality enhances the real 
world experience by combining immersive, interactive elements with real world environments. Due to the 
rapid growth in popularity of augmented reality, brands and customers are able to interact as they would 
over a physical interface using an interface that is similar to that of a physical interface due to the use of 
augmented reality. 


Empowering customers through personalization in e-commerce 


The term ‘personalization strategy’ in the context of e-commerce refers to the creation of an online 
experience that is geared specifically to each customer's needs. Personalization depends on various 
factors, such as the previous purchases a customer made, his browsing behavior, his geographical 
location, his language, among others, which all contribute to the level of customization. 


Voice shopping 


Among the emerging trends in Indian e-commerce, voice shopping is one that should be closely 
monitored by Indian e-commerce businesses. In order to purchase goods and services online, voice 
commerce refers to the use of voice recognition technology to make purchases of goods and services 
through the use of voice commands. Customers can now use voice commands instead of typing in 
keywords on their mobile devices or computers to make purchases instead of manually typing them out. 


One click ordering 


We are entering an era in which a simple check-out process will be possible as we move from laptops to 
mobile phones to emerging devices such as watches and tablets. Traditionally, for consumers to be able 
to place an order online, they must provide a significant amount of information about themselves. It is 
inefficient and time-consuming to have to manually enter information about every time a customer wants 
to make an online purchase as it is time-consuming and tedious. As a result of the small screen on a 
mobile device, this is an extremely inconvenient experience for its users. There is no need to go through 
the checkout process when ordering with one click. This technology is going to be used more and more 
by e-commerce businesses in the upcoming years. 
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An overview of the Indian e-commerce industry 


It has been reported that India will have a $350 billion e-commerce market by 2030, according to a recent 
report released by IBEF. During the period of 2024, there is expected to be a growth of 57 percent for the 
Indian online grocery market, which is expected to reach $18.2 billion (Forbes, India). It is clear that 
every business has had to deal with the uncertainties related to the pandemic as part of their learning 
process. The adoption of an online model, the change in consumer consumption patterns, the lack of a 
touch and feel experience for customers, and disruption in the supply chain are some of the challenges 
involved. As a result, businesses that were able to adapt to the volatility were able to prosper, while 
businesses that were not able to do so suffered the consequences. Despite the fact that the e-commerce 
industry had been revolutionizing its online infrastructure for a number of years, Covid-19 marked the 
beginning of a significant adoption of these features. We have made it habitual for our customers to 
interact with brands from the comfort of their homes through instant deliveries, free returns, 
customization, and loyalty programs, which are just a few of the many perks that have made this possible. 
There are times when disruptions may be unintentional, but they often have a major impact on a variety 
of factors. A significant increase in the number of people experimenting with the products and services of 
online brands has been seen not only in the urban areas of India, but also in the rural areas of the country. 
Having said that, because the number of innovative businesses coming up every day is increasing, it is 
becoming more and more difficult to tolerate low-quality products on the market. It goes without saying 
that in this highly competitive environment, the only way to stand out is to pace up the changes. 


Figure 1: An overview of e-commerce in India 


ECOMMERCE OVERVIEW IN INDIA 


OPPORTUNITIES ABOUND IN E-COMMERCE 


E-COMMERCE IS EXPERIENCING RAPID GROWTH 


REGULATORY FRAMEWORKS IN INDIA 
ARE CONDUCTIVE TO E-COMMERCE 


INTENSIFICATION OF DOMESTIC INVESTMENT 


e@ India's eCommerce growth has e Ecommerce evolves into an e Market-based e-commerce e_ Itiscommonfor firms, especially 


been accelerated by the fact that 
people are no longer restricted to a 
single store or even 100 physical 
stores in a mall. Several 
marketplaces provide access to a 
wide variety of brands and options, 
allowing consumers to shop from 
any store they choose. 

It is expected that the Indian e- 
commerce market will reach USS 
125 billion by 2024, and US$ 240 
billion by 2026. 


established market in India as it 
experiences explosive growth. 

A unique feature of e-commerce is 
that it combines data, social media, 
analytics, and customer service ina 
single interface. 


permits 100% foreign direct 
investment under the automatic 
route. 

As a result of section 84A of the 
IT Act, the Central Government is 
required to promote e- 
government and e-commerce. 
Moreover, it must provide for a 
secure method of using 
electronic means. Section 43A of 
the IT Act contains provisions 
pertaining to data protection. 


small and medium-sized 
enterprises (SMEs), to rely on 
the infrastructure of 
intermediary platforms to reach 
consumers. In consequence of 
domestic investment, there has 
been an increase in 
interdependence between 
firms. 

As domestic investment 
intensifies, it automatically 
leads to the intensification of 


more products and product lines 


Business models prevalent in e-commerce in India 


As e-commerce industry growth continues, business models for e-commerce companies are becoming 
increasingly complex due to the rapid growth of the industry. In the last few years, researchers have 
discovered that there has been no single e-commerce marketplace that has maintained the same business 
model that they started with as they have grown over the years. There is probably no better example than 
that of Amazon or Flipkart, which started with books and grew into becoming the juggernauts they are 
today as they grew into becoming as they grew to become as they grew into becoming. Several websites 
that are originally built on an inventory-based model where they sell their own products but later evolve 
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into marketplaces are those that were originally built on an inventory-based model where they sell their 
own products. Consequently, due to the fact that they can offer a wide range of products at a low price, 
they are also able to offer a wide range of products. The authors of the study analysed the top models that 
are used in e-commerce in India today, an explanation of each model is given below in the figure itself. 


THE TOP E-COMMERCE BUSINESS MODELS IN INDIA 


Models selected based on their popularity and usage within the industry, Tiwari and Baisya (2023) 


Business-to-consumer (B2C) Subscription-based 


A business that sells directly to Customers pay a recurring fee to 
consumers via its online store, access a product or service, 


Global Example:Amazon. Global Example: Netflix. 


B2B (Business-to-Business) 


Marketplaces 


A business that sells products or 
services to other businesses is 
considered a B28 (Business-to-Business) 
company. Global Example: Alibaba. 


Platforms that connect buyers and 
sellers, with fees charged for the 
facilitation of transactions. Global 
Example: Etsy. 


Consumer-to-consumer (C2C) Dropshipping 


Dropshipping refers to the process of 


e Consumers who sell products or é 
"ae services to other consumers. pestitg on an order to the supplier 
() , who will then ship it directly to the a 
sx Global Example: : eBay. customer. Global Example: Shopify. 
C2B (Consumer-to-Business) a Wholesale e-commerce 
feel) Consumers who sell products or ee ans sales of 
eee eee services to businesses. Global seismic UA aleserag eerececece 
& Bacaiick at a discount. Global Example: 
viaaiatl ‘ Costco. 


JioSaavn - Company overview and history 


As one of the leading online music streaming services in the world, JioSaavn is an Indian company that 
distributes Hindi, English, Punjabi, Malayalam, Gujrati, Bengali, Kannada, Tamil, Odia, Telugu, 
Bhojpuri, and other regional Indian music across the globe. It is estimated that Saavn, which was founded 
in 2007, has acquired the rights to more than 8.0 crore (80 million) music tracks across 15 different 
languages since the company was founded in 2007. A freemium model underpins the JioSaavn service; 
its core features, such as the ability to stream music in high quality and the ability to download it for 
offline listening are available for free with some limitations, while additional features, such as improved 
streaming quality and the ability to download music, are only available with paid subscriptions. The 
Saavn service is an Indian digital music service that transforms the way people around the world access 
and experience music on a regular basis. A unique combination of Internet radio and on-demand music 
capabilities, as well as proprietary social features like music tagging and music chat and Web today 
support, makes Saavn one of the most rich media experiences available on mobile devices, and it is 
available via both Android and iOS devices. 


As part of its B2B offering, Saavn was founded in 2006 as BODVOD Network with the aim of 
distributing Bollywood content in North America. It was later in 2009 that Saavn shifted its focus from 
being a music streaming service to becoming a destination for fans of Bollywood and other South Indian 
music. Saavn relaunched its flagship product, Saavn.com, to become a B2C service. Currently, Saavn is 
one of the largest distributors of Bollywood and other Indian entertainment around the world, at least in 
terms of its number of titles. In an announcement made on 23 March 2018, it was announced that Saavn 
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would merge with JioMusic in a deal that is expected to be worth more than $1 billion. It was in 
December 2018 that Saavn was rebranded as JioSaavn following the completion of the merger, which 
was finalized in December of the same month. The company's award-winning products, such as phonetic 
search, dynamic bit-rate streaming, global native ad-serving, and industry-leading design, are all 
available on 10S and Android platforms, allowing the company to serve content across a variety of 
devices. The Saavn Pro service gives you the option of listening to music without being bothered by 
annoying ads and the users also have the option of listening offline if you wish. Due to its partnerships 
with leading platforms, Saavn has been able to reach out to more music fans than any other South Asian 
music service thanks to its unique ability to reach a wider audience. 


A DESCRIPTION OF JIOSAAVN'S PRODUCTS, SERVICES, REVENUE MODEL, AND 
PARTNERSHIP ARRANGEMENTS 


| A subscription-based business model (JioSaavn Pro, offers ad-free and offline streaming). 


o JioSaavn's business model is based on digital advertising services (offers service with advertisements) 


¥ 


During October 2017, JioSaavn became one of 
the first music streaming services in India to be 
available on Amazon's voice assistant, Alexa. 


Apps for iOS, Android and Windows 10 


Saavn Music for Android was introduced in 2010 
as the company’s first mobile application. 
Following this, Saavn Music for iPhone was 
released. Saavn for 10S has received over 9,000 
ratings, with an average rating of 4.8 stars. in 
mid-2020, Seavn added its latest app, Saavn 
Music for Chrome, to the Chrome Web Store and 
later to the Microsoft Store. 


Other global partners 


Currently, Saavn has more than 980 label 
partnerships, including Universal Music 
Group, Sony Music, T-Series, Tips, YRF, 
Saregama, Eros Music, and Warner Music 
Group. Among Saavn’s brand partners are 
AT&T, Bose, Lays, General Motors, Nokia, 
Samsung, and Western Union. 


“om, 
@ °o 
Leh 


With the integration of Saavn and Facebook, 
users can listen to any of Saavn's millions of 
tracks using their Facebook logins. In December 
2011, Saavn was selected as Facebook's first 
global and Indian partner for the Open Graph 
platiorm. During the first three days following ts 
launch, Open Graph doubled Saavn.com's 
visitors, and increased Facebook traffic by 15 


times. 


HoSaavn and Shazam entered into an exchusive 
partnership in 2013. A major component of this 
agreement is the integration of Saavn's music 
library into Shazam's music database, Using 
Shazam's music engagement tools, Saavn aims to 
enhance the listening experience for its users, 
especially for genres such as bhangra, 
devotional, ghazals, Carnatic, Indipop, and 
regional languages. 


Saavn launched a radio service in 2013 and 
partnered with Twitter to crowdsource song 


requests using the handle @SaavnRadioc. 


JioSaavn introduced Artist Originals 
(AO) in 2017, @ program that releases 
and markets South Asian artists, 
songwriters, and producers from 
around the world. The JioSaavn 
streaming app was the first to provide 


in the same way that Facebook and 
Twitter verity the authenticity of their 
users, Saavn does the same by 
providing an artist's profile with a 
verification badge. 


Oma 


in 2012, Saavn acquired Sony Music's entire 
catalog of mvusic through a partnership with Sony 


3 


Originals available on Saavn 


A later expansion of Saavn’s content 
offering included Saawn Originals 
Programming, 2 collection of original, 
non-music audio programming 
spanning Bollywood to comedy and 
storytelling to cricket 


Artist in collaboration 


A partnership between Saavn and 
Bollywood actor Ranbir Kapoor was 
announced in 2014. He bs responsible 
for collaboration on consumer 
marketing ideas and business 
development at Saavn. it has been 


Original audio programming in India, A 
wariety of artists have released songs 
under the Artist Originals program. 


? 


weewewereres ® 


? 


reported that the actor was interested 
in working at a more business-oriented 
level for Saavn. He assisted in guiding 
the brand, influencing programming, 
conmecting with the mext generation of 
music listeners, and ultimately building 
one of the best music products in india. 
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JioSaavn Innovation culture, process and product 


There has been intense competition amongst Jiosaavn's competitors in recent years from Spotify, the 
Wynk platform, Gaana, and Hungama. Here is a list of the innovations that JioSaavn has implemented 
throughout its history in order to make them stand out from their competitors and make them one of the 
most successful music streaming apps in Southeast Asia and India 


Innovation and complete overhaul of the home screen and UX design 


A number of new design and functional elements have been introduced to JioSaavn's homescreen because 
JioSaavn's innovation drive aims to keep up with the competition by bringing a number of new design 
and functional elements to the JioSaavn's homescreen. The streaming app has also recently been updated 
with a new homepage navigation option as part of the streaming app's updates, as well as a more dynamic 
browse screen that allows for a more user-friendly browsing experience as part of the streaming app's 
updates. A further innovation on the platform has been the introduction of ‘Living Search’, which gives 
recommendations based on what is trending and ‘Shorties’, which are 15-second looping visuals that 
accompany certain tracks on the platform and are part of the 'Living Search' feature. There have been a 
number of updates to Artist Profiles, as a part of the innovation revamp, which include "improved 
organisation, recent releases, featured playlists, and a complete discography for each artist.". Keeping in 
line with ever changing audience behavior, Jiosaavn seeks to provide something for everyone across its 
all-encompassing audience base through its new look and feel and a change to its user experience. 


Customised recommendation using Artificial Intelligence 


A new AI functionality has been added to the app, including collaborative filtering, matrix factorisation, 
word2vec, and matrix factorisation. As a result of listening patterns of the users, we will be able to 
provide them with better and more tailored recommendations according to their listening habits so that 
they can enjoy listening to the music they like. The app has managed to provide recommendations across 
a wide range of regional languages as a result, in addition to Hindi and English, as a result of this 
approach. 


Innovating internal music search for new music 


A key component when it comes to music streaming is discovering new music, so Jiosaavn wanted to 
prioritize a sharpened engine that would be able to make relevant track recommendations and suggest 
new tracks as soon as possible. Additionally, the company was able to innovate quickly and make 
updates to all of its platforms at the same time. The JioSaavn team has worked hard to ensure that their 
users receive a first-class user experience by fine-tuning their ranking algorithms, displaying top results, 
integrating new content types and optimizing their spell-checking system using artificial intelligence in 
order to provide the best user experience possible. 


Innovation and tackling Music Piracy 


In India, JioSaavn is regarded as a turning point for the music streaming industry, with the country 
experiencing accelerated technological innovations, rapid adoption of digital services, and an industry 
that is at par with that of global leaders when it comes to digital music. As far as the music industry is 
concerned, piracy continues to be a major issue. We have already seen a revival in the Indian music 
market as a result of streaming, and having low-cost streaming available on a large platform will 
encourage users to use a good product and interface, which will help competitors to step up their game. 
With its new look and feel as well as a change in its user experience, Jiosaavn hopes to keep up with the 
ever-changing trends in audience behavior by providing something for everyone across its all- 
encompassing audience base. The audio streaming service plans to launch a series of programs and pro 
packs throughout the duration of the campaign in order to wean as many customers away from piracy and 
still allow them to pay for high-quality audio at affordable prices. The move is part of the brand's efforts 
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to wean off as many customers from piracy as possible. The biggest innovation that the company has 
made since its launch has been tackling piracy, which has been one of its main objectives ever since. 
Music streaming services have made it easier for users to listen to their favorite tunes anywhere they 
want, whenever they want with greater convenience. There is no need for them to download the songs 
first, whether through purchasing them on iTunes, purchasing the CDs, or illegally adding them to their 
devices. As a matter of fact, the prevalence of piracy was much higher before 2008. While there are 
numerous discussions about whether JioSaavn pays enough to artists, one good thing JioSaavn has 
accomplished is channeling users towards legal streaming platforms that offer music for free. 
Consequently, those singers are getting more than they would have been able to get if listeners had 
downloaded their songs illegally. 


Flipkart - Company overview and history 


Founded in Bengaluru, Flipkart Private Limited is an Indian e-commerce company registered in 
Singapore as a private limited company. Initially, the company concentrated on the sale of books online 
before expanding into other product categories, such as consumer electronics, fashion, home essentials, 
groceries, and lifestyle products. Amazon's Indian subsidiary and Snapdeal's domestic rival are the 
primary competitors of the service. 


Figure: Covering history of Flipkart 


In 2012, Flipkart acquired Letsbuy, an online 
electronics retailer, and Myntra, an online fashion 
retailer, for US$280 million. As a separate subsidiary, 
Myntra continues to operate alongside Flipkart. 


In 2020, Flipkart Wholesale launched a digital 
platform for kiranas and small and medium-sized 
businesses. Flipkart acquired a 27% stake in Arvind 
Fashions Limited's newly formed subsidiary Arvind 
Youth Brands for US$35 million in July 2020. Flying 
Machine is owned by Arvind Youth Brands. 


Flipkart partnered with Motorola Mobility in February 
2014 to become its exclusive Indian retailer for the 
Moto G smartphone. Flipkart and Motorola also 
partnered on the Moto E, a phone aimed at emerging 
markets. Later in 2014, Flipkart launched the Xiaomi 
Mi 3 (whose initial 10,000 units sold out in 5 seconds) 
and the Redmi 1S and Redmi Note exclusively in India. 


Flipkart acquired Mime360.com and Chakpak's digital 
content library in 2011. Flipkart launched Flyte in 
2012, a DRM-free online music store. In June 2013, 
Flyte shut down due to competition from free 
streaming sites. 


Flipkart opened its first grocery fulfillment center in 
Guwahati in April 2022. According to reports, the 
center was run by women in order to support the 
career development of Flipkart's female employees. 


Flipkart acquired a 7.8% stake in Aditya Birla Fashion 
and Retail for US$204 million in October 2020. A 
month later, Flipkart acquired the intellectual 
property of gaming startup Mech Mocha for an 
undisclosed sum. 


AN OVERVIEW OF 
FLIPKART'S HISTORY 


(SINCE IT WAS FOUNDED) 


After Walmart announced its agreement with Flipkart, 
eBay announced that it would sell its share of the 
company back to Flipkart for approximately US$1.1 
billion and relaunch its Indian operations. 
Additionally, Softbank Group sold its entire 20% stake 
in Flipkart to Walmart without disclosing the terms of 
the transaction. Walmart acquired a 77% stake in 
Flipkart on 18 August 2018. The company was also 
provided with US$2 billion in equity funding by 
Walmart. 


Cleartrip, a travel booking portal, was acquired by 
Flipkart in April 2021. 


In October 2007, Sachin Bansal and Binny Bansal, 
alumni of the IIT, Delhi, and former employees of 
Amazon, founded Flipkart. 


Flipkart held a major sale on 6 October 2014, 
coinciding with the company’s anniversary and Diwali 
season. In 10 hours, US$100 million worth of goods 
were sold. 


Flipkart Innovation culture, process and product 


Flipkart acquired Delhi-based Appiterate in April 
2015. As part of its mobile services, Flipkart will use 
Appiterate's technology. Flipkart purchased a 
minority stake in Mapmytndia in December 2015. 


Flipkart reprised the Big Billion Days event in October 
2015 as a multi-day event exclusive to the Flipkart app. 
To meet customer demand, Flipkart bolstered its 
supply chain. Fashion sales accounted for the majority 
of Flipkart's gross merchandise volume, and mobile 
sales contributed the most value. 


The online fashion retailer Jabong.com and UPI 
mobile payments startup PhonePe were acquired by 
Flipkart in 2016. The shareholders in India and 
Singapore purchased shares of PhonePe's India entity 
directly after PhonePe's entire base moved to India in 
2022. Employees holding PhonePe shares were paid 
approximately $700 million in cash. 


As reported on 4 May 2018, Walmart had won a 
bidding war against Amazon to acquire a majority 
stake in Flipkart for US$15 billion. Walmart 
announced its intention to acquire a 77% controlling 
stake in Flipkart for US$16 billion on 9 May 2018. 


The Flipkart social commerce marketplace Shopsy, 
launched in July 2021, allowed individuals and small 
businesses to sell and resell products via social media 
channels. 


The company's initial focus was on online book sales 
with nationwide shipping. Over time, Flipkart gained 
prominence and was receiving 100 orders per day by 
2008. Flipkart acquired Lulu.com's social book 
discovery service WeRead in 2010. 


Having innovation as a core element of Flipkart's DNA, since it was founded in 2010 and has continued 
to do so even to the present day, Flipkart has continuously been providing its customers with innovation 
and advancements since its inception. Besides the fact that Flipkart has made a lot of strides in our 
sustainability practices, they have empowered our customers with the knowledge they need to make 
informed decisions, they have empowered the Indian startup ecosystem, and they have done many other 
things that have all contributed to our goal of innovating for India. 
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Innovating AR capability ''Flipkart Camera" on its e-commerce app 


A new enhancement to Flipkart's app is its Flipkart Camera, a new feature that allows users to experience 
immersive e-commerce experiences through augmented reality. The new feature provides consumers 
with the ability to move from imagining what a product will look like in their head to experiencing what 
it will look like in reality before making a purchasing decision. 


As a result of Flipkart's innovation, customers are able to experience real-life purchasing experiences 
using technologies such as augmented reality and Flipkart Camera. Using the Flipkart Camera, customers 
are able to make an informed decision during their online experience, and thus make it more engaging 
and beneficial for them. With the use of the camera, customers can experience the product by using a 
visual, 3D experience prior to making a purchase decision in categories such as furniture, luggage, and 
large appliances, where customers need to estimate the size and fit of the product and understand its 
aesthetics before making a purchase decision. 


With the goal of making e-commerce a truly immersive and inclusive experience for customers, Flipkart 
continuously strives to improve its capabilities. With the Flipkart Camera feature, they aim to take this 
experience to the next level by providing consumers with in-home demonstrations of their products from 
the comfort of their home, thereby helping them to make an informed decision before making a purchase 
decision. Using this technology has many benefits for the customer in terms of both improving the 
customer experience and helping the customer find the right product for their needs. 


Flipkart's sustainability innovation - eliminating all single-use plastics 


As of July 7th, 2021, Flipkart announced that it had achieved the milestone of eliminating 100% of 
single-use plastic packaging throughout its entire supply chain within its own organization. As a result of 
having initiated the drive to reduce plastic in 2018, Flipkart announced in 2019 that it would eliminate 
single-use plastic by the year 2021 with the goal of reducing plastic to zero. Flipkart has ensured that its 
leadership in sustainable packaging has not slowed down as a result of the COVID-19 pandemic in 2020, 
which introduced new variables into the business. The milestone was reached while navigating a tough 
year impacted by COVID-19, which made it even more difficult. A key element of Flipkart's 
sustainability journey has been its concerted efforts to create a positive impact on the environment as well 
as the social environment. 


The achievement of this milestone innovation was made possible by the introduction of the most scalable 
sustainable alternative solutions, including eco-friendly paper shreds, the replacement of poly pouches 
with recycled paper bags, the replacement of bubble wraps with carton waste shredded material, and the 
use of two-ply rolls, just to name a few. It has also ensured that Flipkart has complied with all EPR 
regulations throughout this process and, through its network of recyclers, has ensured that the equivalent 
amount of single-use plastic going to consumers has also been recycled completely. One of Flipkart's 
other key initiatives can be summed up as 'E-commerce ready packaging,’ where Flipkart has been able to 
ship close to 15% of its products without adding a second layer of packaging to them. By working with 
brands across apparel, electronics, and home furnishings, Flipkart intends to reduce the need for an outer 
layer by shipping products in the original packaging from the manufacturer/ brand, so that the outer layer 
is not needed. 


An innovative approach to payments by Flipkart 


The three key pillars that are driving Flipkart's new QR code Pay-On-Delivery facility are increasing 
consumer adoption of digital technology, reinforcing customer trust, and enhancing customer safety. 
Flipkart, with the help of its Cash-on-Delivery service, aims to empower shoppers who are new to the 
internet and Cash-on-Delivery, helping them engage in digital payments and reap the benefits within it. 


During the outbreak of the pandemic, the advances were brought about by the fact that many customers 


61 Published by “ CENTRAL ASIAN STUDIES" http://www.centralasianstudies.org 


Copyright (c) 2023 Author (s). This is an open-access article distributed under the terms of Creative Commons 
Attribution License (CC BY).To view a copy of this license, visit https://creativecommons.org/licenses/by/4.0/ 


CAJITMF Volume: 04 Issue: 04 | Apr 2023 


were spread out all over the country. This made online shopping the most convenient and safest way for 
them to buy what they needed. Consumers are able to find a wide range of products that will suit their 
needs on the Flipkart website, which is an online marketplace. In addition to household essentials, 
groceries, and travel supplies, technology is also part of this category. There is a wide range of options 
available to the customers, so they can choose from as many as they like. There are more than 150 
million products available on Flipkart for you to choose from. Despite the fact that the pandemic has 
accelerated the adoption of UPI payments, nearly 75% of customers still prefer to make payments 
through cash on delivery (CoD) as their preferred method for making payments. As a result of its 
recognition that many people want simpler and more easily accessible payment solutions, Flipkart has 
innovated and is now offering its customers the option to utilize a contactless, QR-code-based payment 
solution on all their pay-on-delivery shipments. 


A hyperlocal delivery innovation for Covid essentials with Flipkart Quick 


As a result of 'Flipkart Quick’ innovation, which enables COVID-essentials to be delivered within 90 
minutes of ordering and as a result of Flipkart's wide range of in-house innovations undertaken in order to 
promote safe commerce, Flipkart's technology and its customer-centric focus have been employed in 
these advancements in addition to enhancing the safety of commerce. A location mapping technology is 
used by Flipkart Quick in order to locate the nearest Flipkart hubs through the use of location-based 
services. In the middle of the pandemic, hundreds of thousands of our delivery heroes have delivered 
food and supplies to customers, ensuring that they stay inside and safe, and lakhs of sellers and MSMEs 
have assisted in keeping small businesses running through this hyperlocal marketplace. This innovative 
approach to customer-centricity is built on the foundation of a strong ecosystem, which is made possible 
by its strategic partnerships with local vendors and a robust and expanding supply chain. Through 
Flipkart Quick, Flipkart also supports the livelihoods of local farmers, people working in food processing 
and delivery, small businesses, and sellers, through partnerships with these groups. 


Conclusion 


The authors conclude from their research and a deep dive into the case studies of JioSaavn and Flipkart 
that business innovation is about making core changes in the business model that will lead to growth. 
Changing something for the sake of changing something is not the same as creating value for the sake of 
creating value. A common misconception is that innovation has to be the first mover, and that it also has 
to be public-facing, which is not always the case. E-commerce is a domain that offers an abundance of 
opportunities for innovation when this concept is applied to it. 


There will be an increasing number of fast, quick, and incremental innovations in the future of digital 
commerce so businesses must be able to offer a seamless experience across all touchpoints in order to 
remain competitive in the future. A significant impact on the success of the e-commerce sector in terms 
of its ability to enhance the overall performance of the sector has been proven to result from the 
application of innovation in the area of e-commerce in an effort to enhance the user experience. The 
world of online shopping is changing rapidly and ecommerce enterprises cannot afford to stand still as 
innovation is changing the landscape of both business practices as well as technology. Taking advantage 
of these considerable advantages is crucial for the enterprise. There are many things that can be 
considered a commitment to innovation, but it doesn't always mean you have to be the pioneer, though it 
is often about the customer relationship as well. The key to embracing this technology is to recognize the 
infinite opportunities it offers in marketing, supply chains, inventory, customer engagement, transaction 
management, and post-sales service. Embracing innovation means being able to identify inefficient 
processes and revise or replace them as necessary, as well as pursuing new products, services, and 
processes that will enhance the brand, provide savings, and allow the company to be more profitable. 
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